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ODbjectives

A Programs will understand
expectations and methods in which
they must brand their programs
using VSC and AmeriCorps
guidelines.

A Review how to incorporate these
guidelines into your messaging,
gear, photography, websites,
collateral materials, social media,
and site location(s).

AmeriCorps



Outcomes

A You will see visual representations
of proper branding technigues and
best practices on how to achieve
branding compliance.

AmeriCorps



The Case for Brand Importance

2019 Nationwide Study revealed AmeriCorps has a brand problem.

LOW AWARENESS

Brand Awareness by Program

Members of the public that indicated familiarity with the
following programs:

50% 3% 30% 29%

i Foster Senior AmeriCorps
AmeriCorps Grandparents Companions VISTA k

20% 24% 23% 20%

AmeriCorps Senior Corps
NCCC

80%

of the general public is hot
familiar with CNCS,

WW Thegeneral publicis totally
unaware of who they are.”




Brand Identification by Program

Members of the public familiar with and able to correctly identify the main

anl )
4 o purpose of the following programs:
1 2 /0 ( 34% AmeriCorps) ( 15% Senior Corps)
of the general public o - : " ——
is able to correctly ( — Senlor compa"'ons) ( 12% )
identify the main o
a 5 RSVP

ourpose of CNCS. ( 19% Foster Grandparents) ( 1% )

~— ( 17% AmeriCorps VISTA) ( 10% AmeriCorps NCCC)
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DIFFICULT TO EXPLA'N " They can't expand with the

current brand; the brand needs

to move to this century.”
of grantees and sponsors say it can be difficult to explain 1 /o

the AmeriCorps and Senior Corps programs.
- of applicants did not have a clear
understanding of all the

In the name CNCS, the name opporjumhes 0 SETE Wit
o o AmeriCorps and Senior Corps.
corporation is very confusing.
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